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For your information, the Advertising Standards Authority (ASA) recently received complaints 
about one of your adverts. 
 
The ASA is the UK’s independent regulator of advertising across all media.  For more 
information about who we are and what we do, please visit our website, here. 
  
In this instance, we decided to put the complaints to the ASA Council for consideration.  As 
you’ll see, Council has decided that no further investigation is necessary.  Therefore, we do 
not require you to take any action, but wanted to inform you of the complaint and the 
outcome.  Please find further information below, and more information about the ASA Council 
here. 
  
Ad 
Outdoor poster that stated “SECRETIVE, DIVISIVE, UNDEMOCRATIC” above a black and 
white image of Buckingham Palace. Under the image, text stated “ABOLISH THE 
MONARCHY”.  The advertiser’s name and logo appeared in the bottom left corner, and their 
website address (www.republic.org.uk) appeared in the bottom right corner. 
 
Issue 

1. Three complainants objected that the ad was offensive. 
 

2. One complainant objected the claim "SECRETIVE, DIVISIVE, UNDEMOCRATIC” 
was unproven and therefore misleading. 

 
Assessment 
Council noted that the ad referred to a matter of controversial political debate, which had 
provoked strong and mixed responses from the public. Council considered that consumers 
were likely to understand the claims in the ad to be reflective of the beliefs the advertiser 
held, and so were likely to interpret the claims in the ad as based on the advertiser’s own 
view. Council acknowledged some consumers would object to the viewpoints expressed in 
the ad, however Council noted the ad displayed the advertiser’s name and logo clearly in the 
bottom right corner. Council therefore considered consumers would be likely aware that the 
views stated were the subjective opinions of the pressure group rather than as objective 
claims requiring substantiation. 
 
The CAP Code was drafted to reflect the requirements of Article 10 of the Human Rights Act 
1998, which states that everyone has the right to freedom of expression, subject to any 
proportionate limitations as were necessary for the functioning of democratic society. Council 
considered that the ad made a contribution to the debate surrounding the monarchy and 
form of government in the UK, and, therefore, that the ASA could not intervene to prohibit 
the ad without restricting the advertiser’s freedom of expression unjustifiably. Consequently 
Council concluded that the ad did not break the advertising rules for the reasons suggested.  
  
We’ve told the complainants that we won’t pursue the matter because, on the facts available 
to us, the ad rules have not been broken. 
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https://www.asa.org.uk/About-ASA.aspx
http://www.asa.org.uk/About-ASA/Our-team/ASA-Council.aspx
http://www.republic.org.uk/

